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An Unqualified 
Endorsement. 


Probably no newspaper in the country is 

making so great effort to encourage “effec- 

tive advertising’ as the Toronto Mail. 

Having access to all the advertisements 

issued by advertisers and advertising agen- ae 
cies, in addition to their own talented corps 

of artists and writers, they are in a position 

to produce the best. 


The Mai has lately issued an 8 page adver- 
tising pamphlet. The “ original” matter on 
five of its pages was copied, either exactly 
or with just enough variation to . make it 
= suit the context, from various advertise- 





ments originated and issued by us. 





A single illustration serves as well as a 
dozen,though more could easily be given, so 
frequent has become the appropriation by 
others of advertising ideas originated by us. 


We'll only add, we are glad to give thoughtful and 
original service to our clients. 
N. W. AYER & SON, 
NEwsPAPER ADVERTISING AGENTS. 
sIMES BUILDING, PHILADELPHIA, 
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For the year 1889 averaged ip 


1543 500 Copies Each Issue 


Nor which 422,318 were paid in advance, annual sub- B 
\ scribers. 
B 


Although the subscription price was doubled July 1st ib 
of last year, and the retail price advanced from six to 
ten cents per copy, the figures for 1890 will exceed fy, 
those of 1889. The number of yearly subscriptions 7) 
received in the month of February last year were 

20,466, this year, 21,439, a substantial gain considering 
the price of the magazine is now double that of last 
year. On the first day of March, 1890, our list of 
yearly subscribers was but 42,225, less than that of 
March Ist, 1889, but the sales on the News Stands |B 
have more than doubled, thus keeping the paid circu- 
lation of the JOURNAL up to its old figures despite the/y, 

“~ yadvance i in its price. 


Send for “A Philadelphia Enterprise,” showing photo-|y 
graphic reproduction of our entire establishment. 


NISISIFIFIFISISISIFIFIFISISIN] 


CURTIS PUBLISHING CO., PHILADELPHIA, PA. 
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NEWSPAPER STATISTICS. 


A study of the figures presented in 


20. Kentucky 
q | a) Dakota. 


the 1890 edition of Geo. P. Rowell & %. 
Co’s ‘“‘ American Newspaper Direc- 3% At 


tory’ 
pertaining to the business of newspa- 
per publishing. This volume, which 


was issued April 1, and is the acknowl- 3: 
edged authority on newspaper statis- : 
tics, estimates the total number of pa- ; 


pers now published in the United 
States and Canada at 17,760. Of these 
812 are Canadian publications. This 
is a net increase, since last year, of 
629 in the United States and 24 in the 
Dominion of Canada. 
FREQUENCY OF ISSUE. 

Dividing the papers into classes ac- 
cording to their frequency of issue the 
following result is obtained : 


SFNAaPP eNO 


The increase within the year has 
been distributed among all the Classes 
excepting two: semi-weekly and tri- 
weekly publications have both de- 
creased in number. 

GEOGRAPHICAL DISTRIBUTION. 

The following table shows the num- 
ber of papers published in the various 
States : 


1. New York.. 
illinois... . 


a 
FSeeregees 


reveals some interesting facts 23. M 


1. Mississippi 

. Louisiana.... 
Washington.... 

West Virgin 

Orego 


PERRISSRSERE 
Zomro<zny 


The only States which do not show 
an increase over last year in the num- 
ber of papers issued within their re- 
spective limits are Georgia, Tennessee, 
Maryland, Maine, North Carolina, 
Michigan, Nevada and Texas. 

New York, Illinois, Pennsylvania 
and Ohio each publish more papers 
than are issued in all of British North 
America. 

PAPERS CLASSIFIED BY CIRCULATION. 

In issuing the initial volume of the 
American Newspaper Directory in the 
year 1869, its publishers were the first 
to undertake to ascertain and rate the 
editions (the circulation) of the news- 
papers. This year for the fourth time 
they have prepared an exhaustive anal- 
ysis of the circulation reports, for the 
purpose of exhibitfng a comprehensive 
view of the result; thereby furnishing 
data for an intelligent discussion of the 
comparative accuracy of the compila- 


% tion. 


The various tables which follow may 
be regarded as so many photographs 
taken from different standpoints. By 
an examination of them it is believed 


27 that the entire good faith and substan- 


tial accuracy of the compilation will be 
made apparent. 
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The following table shows the vari- 
ous publications numerically classified 
according to their circulation ratings : 


5,426 pubs. are classed as issuing = copies 
sui“ r ; re Tees 


231 “ « o 8 « 7m 
06 * “ow « 1,000 “ 
1181 “ “ “ “ “ 1,500 “ 
62“ “ o * 8 2000 
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o enue $7300 
26“ —— a 500 
_ a Se “@ 73,000 
93 « aoe 100.00) 
7 « o ae 130,00 
27,760—Total, 


It will be observed that out of a 
total number of 17,760 publications 
11,118, or nearly two-thirds of the 
whole, are rated as having an average 
issue of less than 1,000 copies. Of 
this multitude of small newspapers, 
nearly one-half are issued on what is 
known as the co-operative plan: a 
sheet already printed on one side being 
furnished from a central office, and 
upon the blank side of this the publisher 
prints the local matter which is ex- 
pected and required of the home pa- 
per. Some of these papers have week- 
ly issues running up into thousands, 
and it is an undisputed fact that the 
plan makes possible a local newspaper 
of considerable excellence, in commu- 
nities which would not otherwise be 
able to supply sufficient patronage to 
support a publication wholly manufac- 
tured at home. 

The number of periodicals rated as 
issuing regularly more than one hun- 
dred thousand copies is larger by 
eighteen than in the last issue of the 
Directory. 


TOTAL ISSUE BY GROUPS. 

In the following table the groups or 
classes of circulations are arranged in 
the relative order of their total issues : 
The 150.00) Class issues ..... 4,050,0 Copies. 

“ 100/00 * rr 2800000 


“ “wo.6UC« “ 
“ Hoo ” 
“ 5009 “ 


“ OM ‘ “ 
. 1,000 ‘ “ “ 
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“ mo “ “ 
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The 22,500 Class issues..... 
rr 2500 oo. 
“ 17,500 . “ 
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THE SEPARATE GROUPS COMPARED. 

In the four classes printing more- 
than 50,000 copies there are 132 papers 
having a total issue of 11,575,000, 
which is more than one-fourth of the 
total issue of 41,524,000. 

To reach one-half of all the readers, 
it will only be necessary to add the 643 
papers which print more than 10,000, 
but not as many as 50,000 each issue : 
it will then be found that 775 papers 
are used and 23,145,000 circulation 
secured. 

If we now take 2,670 papers rated 
between 2,000 and 7,500, inclusive, 
we shall find that 3,445 papers give 
32,425,000, which is rather more than 
three-fourths of the total issue of all ; 
and that to reach the remaining fourth 
of the readers (9,099,000), it will be 
necessary to appeal to them through 
14,315 papers with issues ranging from 
250 to 1,500 copies. 

It will be plain that if the readers of 
these papers are divided into four sets, 
that to reach all the first set an ad- 
vertisement will have to be put in 
type only 132 times, while to reach the 
fourth set, consisting of 2 smaller num- 
ber of people, the advertisement must 
be put in type 14,315 times, more than 
1oo to 1. Or, in other words: To 
reach more than one-fourth of all Ameri- 
can newspaper readers they may be ad- 
dressed through 132 publications; to 
reach one-half, 775 publications must 
be used; by using 3,445 publications 
three-fourths of the buyers of news- 
papers may be appealed to, but to 
reach the other fourth it will be neces- 
sary to address them through 14,315 
different periodical publications. A 
consideration of these facts makes it 
plain that papers of small, cannot com- 
pete with those of large issue, in the 
price for advertising space in propor- 
tion to circulation on contracts for one 
or a few issues. With the former, the 
type-setting is an important factor to be 
considered and advertising space a sec- 
ondary consideration; while with the 
paper of largest issue type-setting goes 
for nothing and space counts for every- 
thing. 

FREQUENCY OF ISSUE, 

When divided into classes indicating 

frequency of issue, it is found that the 
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total circulation, 41,524,000 copies, is 
distributed as follows : 





Bi-Monthly 
Tri-Weekly 


CIRCULATION BY STATES, 
Circulations are distributed geo- 
graphically, each issue, as follows : 
10,807,250 
4,817,000 
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of Columbia. 


Arkan: 
West Virginia. 
South Carolina. 


Delaware.... 
Nevada 


By the last table it is seen that New 
York prints more than a quarter of all 
the periodicals which are sold, and 
Pennsylvania, Illinois and Massachu- 
setts print more than another quarter 
of all. 

Ohio, Missouri, Maine, Michigan, 
California, Indiana, Wisconsin and 
Canada, all together only print about 
as many papers as the State of New 
York; while Iowa, Minnesota, Kansas, 
Kentucky, Nebraska, Texas, Georgia, 
Tennessee, New Jersey, Maryland, 
District of Columbia. Connecticut, Vir- 
ginia, Colorado, North Carolina, New 
Hampshire, Louisiana, Vermont, Ter- 
ritories, Alabama, Oregon, South Da- 
kota, Rhode Island, Arkansas, West 
Virginia, South Carolina, Mississippi, 
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Washington, Florida, North Dakota, 
Montana, Delaware and Nevada do 
not, all told, print so many as are is- 
sued in New York State alone. 

The average circulations of each is- 
sue of the periodicals in each geograph- 
ical division is found to be as follows: 





ries... 
Washington 
Mississippi . 
North Dako 





Last year the District of Columbia 


> stood second in the list, with an aver- 


age issue of 5,337 copies. New York, 
however, has gained largely during the 
past year and now ranks next to Maine. 
As it may not be generally understood 
why Maine should head the list with 
the largest average circulation, this 
fact may be explained by noting the 
great editions emanating from Augusta 
and Portland, which count up nearly 
a million copies. 
THE TOTAL YEARLY ISSUE. 

To ascertain the total number of pa- 
pers issued in a whole year, the number 
of each sort put forth at a single issue 
is multiplied by the number of issues in 
a year, and the result is as follows: 


6,653,250 Dail 


1,367,250 S.-Month i, 

41,000 ine Shee 7: 

215,730 Bi W 
323,750 
59,250 


ee iaitiel aa 


Lem. 4 x 
-Monthly x a: 














630 
This represents a gain over the total 
output of last year of some five hun- 
dred and twenty-two millions. 
EXCEEDING 25,000 COPIES. 

The number of publications having 
circulations exceeding 25,000 copies is 
274, an increase of 65 since last year, 
and are distributed as follows : 
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monthlies, quarterlies, with the semi, 
tri and bi-weekly publications, to make 
up a little more than five per cent. of 
the total issue. 

It will be noticed that New York 
has the largest number of publications, 
the largest total issue; but Maine has 
the largest average issue. 

Illinois is second in the number of 


38 publications issued, and third in total 


California... 
Michigan.... 
Wisconsin... 
Minnesota... 





New Hampshire 
New Jersey 
Oregon .... 
Texas. 
Vermont.... 


COMPARISONS. 

Of all publications the weekly is 
most popular; the monthly stands next 
in public favor and the daily comes 
third. To show the comparison more 
in detail, it may be stated that nearly 
75 percent. of all the periodicals issued 
appear weekly; 12 per cent. appear 
monthly ; over g per cent. appear daily, 
and all the semi-weekly, tri-weekly, bi- 
weekly, semi-monthly, bi-monthly and 
quarterly publications combined amount 
to a total of less than 5 per cent. of the 
whole. 

When considered not in relation to 
number of separate named publications, 
but by the comparative total output for 
a single issue, the weekly is still ahead, 
having over fifty-five per cent. of the 
total issue ; the monthly is still second, 
having over twenty-two per cent.; the 
daily continues to be third, with a frac- 
tion above sixteen per cent., leaving 
less than six per cent. of the circulation 
to be supplied by the six other classes, 
of which about three per cent. is made 
up of the semi-monthlies, consisting 
mainly of Agricultural Publications of 
exceptionally large issue. 

The table exhibiting total issues of 
all publications for a year shows that 
daily papers from their more frequent 
issues, put forth almost sixty per cent. 
of the whole, the weeklies more than 
thirty-four per cent. of the whole, leav- 
ing the monthlies, semi-monthlies, bi- 


output: but in average issue ranks 
seventh, 

Semi-monthly publications appear 
to have the largest issue, reaching an 
average of 4,883, next to them come 
the monthlies, with an average issue of 
4,219. Tri-weeklies have the smallest 
average editions, 1,138, and bi-month- 
lies come next with an average of 1,559. 
The average issue of the weeklies is 
1,764. 

Although 


the average edition of 


daily papers is more than four thou- 
sand (4,091), only 406 dailies are rated 
above 3,000, and 1,220 are rated be- 
low; 726 dailies are rated as issuing 
less than a thousand copies, and 194 as 
having not to exceed 500 regular issues. 


CONCLUSION, 

To have any value, a trade directory 
must be accurate. The task of weed- 
ing out the names of those persons that 
have retired from business anu cor- 
recting those that have changed their 
firm style become doubly difficult in 
compiling a directory of newspapers, 
owing to the frequency of changes in 
this field. The publishers of the Amer 
ican Newspaper Directory state that 
they began work on their 18g0 edition 
on October 20, 1889, and since that time 
have either heard from or heard of 
every paper that is enumerated in the 
list. In many cases the desired in- 
formation was difficult to get and was 
only obtained after repeated efforts. 

It will be observed that, although 
the circulation ratings given by Messrs. 
Geo. P. Rowell & Co. are high enough 
to admit of giving to every family over 
two hundred periodicals of some sort 
every year; yet these ratings are from 
50 to 100 per cent. smaller than in most 
of the hand-books, issued by advertis- 
ing agencies and supported by the pat- 
ronage of generous publishers without 
any regard to the method of compila- 
tion, or the misstatements which they 
perpetuate. The figures that have 
been given in this article can therefore 
be relied upon as being accurate and 
giving a correct view of the pregent 
status of the newspaper business, 
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THE HUMOROUS WEEKLIES. 

The following notes regarding three 
of New York’s humorous weeklies are 
taken from a syndicate letter : 

‘* There was a portrait painter named 
Joseph Keppler in East St. Louis a 
score of yearsago. He went to New 
York and drew cartoons for rank 
Leslie's, and while working in that 
establishment he met Adolph Schwarz- 
mann, one of the guiding spirits of 
Frank Leslie's Illustrirte Zeitung. 
These two associated with them Leo- 
pold Schenck, a writer of brilliant at- 
tainments, and on March 2, 1877, ina 
dingy old brick building, No. 13 North 
William street, Puck first smiled on the 
world. Keppler drew most of the car- 
toons. In 1379, James Albert Wales, 
a very clever artist, joined hands with 
Keppler, and in 1880 Frederick Burr 
Opper. Puck is to-day the most suc- 
cessful of the comic weeklies. The 
editor-in-chief is H. C. Bunner, while 
Joseph Keppler is president. Mr. 
Bunner’s associate editor is H. G. 
Payne, formerly of the Century. The 
caricature artists of Puck are Frederick 
Opper, C. J. Taylor, S. Erhart, S. 
Dalrymple and S. B. Griffin. 


‘* Emboldened by thesuccess of Puck, 
the founders of /udge made a bold 


stroke for public favor. It was Frank 
Tousey’s money that brought forth the 
first number of Judge, October 29,1881. 
Tousey was a publisher, and he was 
assisted in getting out /udge by the 
late J. A. Wales, who had been Kep- 
pler’s right bower on Puck. Wales 
was coaxed away from his old love, 
and in 1883 was taken into partnership 
by Tousey. But /udge encountered 
heavy seas and breakers during its first 
few years of life, and Tousey and his 
partner, Wales, became financially em- 
barrassed. ‘They finally sold out to 
A. Hart, a Philadelphian. Hart ran 
it at a loss financially and was very 
glad to dispose of the paper to Arkell, 
who had for his partner Russell B. Har- 
rison, one of the President’s family. 
The best-known caricaturists on /udge 
are Bernard Gillam, Eugene Zimmer- 
mann and Grant Hamilton. Gillam 
has the reputation of being one of the 
most rapid caricaturists in America. 
I. M. Gregory is the editor of Judge. 

‘* Life, according to its founder, John 
Ames Mitchell, paid expenses within 
nine months from its first appearance. 
Mr. Mitchell comes from Puritan stock. 
He was born in the Bay State in 1850. 
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He was of means, and went 
to Paris to study painting and etching. 
He started Jife January 3, 1883. 
Henry Guy Carleton was associate 
editor for about a year, and contributed 
the articles on ‘‘American Aristocracy,” 
‘*The Thompson Street Poker Club” 
and ‘‘ The Social Science Catechism.” 
James Stetson Metcalfe is now associate 
editor. Most of the cartoons are 
drawn by C. D. Gibson and S. W. 
Van Schaick, two caricaturists who 
have made fame and fortune in their 
chosen professions. Perhaps one rea- 
son of the quick success of Zife is due 
to its business manager, Andrew Miller, 
who has been with the paper since its 
start.” 
———_+4 + ~—__—_ 
THE SUNDAY PAPER. 

Mr. Allston C. Ladd, whose remarks 
are reprinted in the San Francisco (Cal.) 
Argonaut, is responsible for the follow- 
ing regarding the advertising value of 
the Sunday paper : 

‘*The average man will say, off- 
hand, that an advertisement in the Sun- 
day issue of a daily paper is more 
effective than in any other issue of the 
week. He argues that the Sunday 
paper is larger and the people have 
more time to read on that day. Does 
he read the paper more thoroughiy 
Sunday than on any other day? Think 
amoment. Who isit that berates the 
Sunday paper for being so voluminous, 
for having such a ‘‘raft of advertis- 
ing’? Who is it complains at there 
being such a mass of reading matter 
that he can only find time on Sunday 
to *‘skim it’’? In what day’s issue 
is it that he has missed seeing some 
matter of news, of which he would 
never have known had not a friend re- 
ferred to it? The Sunday issue, gener- 
ally. And is it probable he will take to 
reading advertisements when he has 
only time to ‘‘skim” the reading mat- 
ter? Hardly. In expressing the 
opinion that the Sunday issue is the 
best for advertising purposes, he simply 
voices common opinion on a matter to 
which he has given little or no thought. 
Success{ul business men profit by dis- 
covering the errors of common opinion.” 

> - 

Ir the printer gives you a pleasant 
setting—and that depends on you—you 
are sure of having your first line read. 
What can you doin it? You can get 
the next one read ; and the next; and 
the next.—/. £. Powers, 
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SPECIMEN ADVERTTSE- OF THE COMFORT IN 
O SHAVING DEPENDS OR 


MENTS, $7 

In accordance with the plan of © THE SOAPUSED 
PRINTERS’ INK, specimen advertise- RY 
ments are reproduced from week to| 
week, some with and some without re- 
marks. In each instance of an adver- | 
tisement so reproduced, there is some 
feature which is considered novel, in- 
teresting or unusual enough to bring 
it before the attention of advertisers in 
such a manner. On this page will be 
found several advertisements of this 
character. In each there is some spe- 
cial idea, as, for example, in the Arm- 
strong & Graham advertisement, the 
manner in which the harness is made 
to suggest the lines and figure of a 
horse is far more effective than if the 
conventional drawing of a horse had 
been given in connection with the har- 
ness. 


R- Fidelity Co tachroach 
c. 8. BROWN A & CO 
190 Dearborn,Chicagu 


CATCH ON? 




















ed ARMSTRONG & GRAHAM, be 


DETROIT, MICE. 





MERCHANT HARNESS MAKERS want'ng Good, Re'table. FULI. SIZED Harness sod Saddlery Gord: wi"l find it to their advantage 
to bandle our hee of Hand and Campbell Stitched HARNESS, Armsirong’s Pxt-nt Strap GIG and EXPRES SADDLES, Pise 
Laced Pateat Leaiber Gig and Woupe Seddie:, Farm and Fine HORSE COLLARS. We will send on application, to the 
trade oaly, our Ilustrated CATALOGUE. 


ARMSTRONG & GRAHAM, |°*.% acer)? t0v'iareca se wen,t DETROIT, MICH, 
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SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, %e. a line. 


M* iTH. 


‘CHOOLS : MAY 7TH. 
s 


_—. CALL, Quincy, Illinois, 

rpHe HoUsTON POST—All South Texas, 

FP C CATIONAL INSTITUTIONS . May 7th. 
y 


i JOURN AL — Knoxville’s leading 
paper. 


SCHOOLS COMMENCE ADVERTISING 
s during the month of May. 
HE MAY 7ru issue of PRINTERS’ INK 
will reach nearly 8,000 schools. 
EW YORK bad - > agony per agate 

line. Circulation, over 200,000. 

y yey DUBUQUE, IOWA. 

circulation. Population, 38,000. 

R SCHOOL ADVERTISEMENTS : 
PRINTERS’ INK issue of May 7. 
RIDGETON (N. J.) NEWS prints 3,500 daily. 
Largest circulation in South Jersey. 

1O REACH SCHOOLS AND COLLEGES: 

use PRINTERS’ INK issue of May 7. 


DVERTISING AT YOUR OWN PRICE.— 
See ad. of “ Great West,” this heading. 


HE GARDEN SPOT of West Texas is 
reached by the Weatherford Constitution. 


OME, FARM AND FACTORY, St. Louis, 
Mo.,A 1; 60,000; semi-monthly, agricu’l. 


RASS VALLEY, Cal. Richest district in 
the State. TIDINGS (d. & w.) covers it. 


‘ENTINEL, Ionia, Mich. Largest circula- 


15,000 


use 


) dion in county. Only Republican paper. 
Qoneeas, Sotemen, Mo. £. O. W. Cire’n 
1,560 in S. W. Mo. & N. W. Ark. Rates low. 
VHE MAY 7TH issue of PRINTERS’ INK 
will be sent to 7,69 Schools and Colleges. 
Rae, price. ry Cat’logue free 
Hulbert Fence & Wire Co., St. Louis, Mo. 
I EROLD DES GLAUBENS, St. Louis. 
Estabiished 185). Weekly. Cire’n 19,000. 
PVHE HOMECIRCLE, St. Louis,Mo. Month- 
ly; 5,000 cire’n. Rate, 50 cents per line. 
ANDWIRTH, St. Louis. Agricultural. 
Monthly. Cire’n 22,000. Present rate, lc. 
| = REPORTER, Sydney, Nova Scotia. 
Unique Scotch constituency. Large cire’n. 
YNN (Mass.) ITEM. 8 pages. Ave daily 
cire’n, 8,000. Best advertising medium in 
the city. 
'P\HE EVENING WISCONSIN, Milwaukee, 
has the largest circulation of any daily in 
the State. 


QGreoaano EXCHANGE JOURNAL is the 
/ monarch of Western industrial weeklies, 
$3.00 per year. Denver. 


SAX FRANCISCO CALL, the best morning 
newspaper in California. Unequalled in 
circulation, character and influence. 


B.—VANDERBURGH, WELLS & CO. 
iN will remove on or about May 1, 1890. to 
No. 8 Spruce, near Nassau Street, (Cottrell 
Building). 


pr DEALERS—M. Plummer, of 161 B 


William street, New York, will fill any 
order for a quire to thou- 
on 
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VAMILY STORY PAPER—Cire'n larger 
than any other story panes. $1.25 per line. 
JOHN LANE, P. O. Box 3,256, Trib. Bldg, N. Y. 


SHOE DEALERS everywhere 
)) BROCKTON SHOE, monthly. Elegantly 
illustrated. Send for copy. Brockton, Mass. 


YAN FRANCISCO BULLETIN—estab. 1855— 
© is the leading bape | newspaper of Cali 
fornia in circulation and influence. Try it. 


ORONTO GLOBE, accurding to the Ameri- 

can Newspaper Directory for 1890, has the 
largest circulation of any ly in the Pro- 
vince of Ontario. 


yy HOUSTON POST is the cheapest and 
most thorough medium by which adver- 
tisers can get before the people of Eastern, 
Southern and Western Texas. 


ALIFAX CRITIC, a Weekly, has the 

largest circulation of any newspaper 

printed in Nova Scotia, accurding to the 
American Newspaper Directory. 


NIMES, Hartford, according to the Ameri- 

can Newspaper Directory for 1890, and by 

general consent, has the largest circulation 
of any daily in Connecticut. 


I NTERIOR: Chicago; qoocsding, to the 

American Newspaper Directory for 1890, 
has a larger circulation than any other Pres- 
byterian weekly in all America. 


TLANTA JOURNAL, according to the 

American Newspaper Directory for 1890, 

has the largest circulation of any daily news- 
paper issued in the State of Georgia. 


HE LORD & THOMAS Religious News- 

vaper Combi jon is THE ii ‘or ad- 

vertisers to reach the best buyers of the West. 
Lowest rate by all advertising agencies. 


HE edition of the NEW YORK WEEKLY 

WITNESS for May 7 will consist of 100,00 

copies. No more than ordinary rates will be 
cha Won't it pay you to use it? 


DVERTISEMENTS received for leading 
American newspapers. Files kept three 
months for examination by advertisers. Ad- 
dress GEO. P. ROWELL & CO., New York. 
LECTROTYPES.—A large stock of elec- 
trotypes of engravings—embracing all 
subjects—at nominal prices. THE PRESS 
ENGRAVING CO., 88 and 9 Centre St., N. Y. 
ICHMOND DISPATCH, according to the 
Ame n Newspaper Directory for 18%), 
has the largest circulation of any paper in Vir- 
ginia both for its Daily and Weekly editions, 


UFFALO TIMES, according to the Ameri- 
can Newspaper Directory for 1890, has a 
circulation which is exceeded by but one 
other Foner in the State, outside the City of 
New York. 


ARSHALL, Tex., wants a TANNER 
M SHOE FACTORY. Inducements a 
ed. Bark, $3.50 per cord; m hides, Stee. 
Grounds free. Address g L. JENNINGS, 
M ‘exas. 

ONDON DAILY FREE PRESS, acco 
L to the American Newspaper Dieceee 
for 1680, has the jargest girew ation of any 

Province tari 

the bity of Toronto. Pe ” new 


YHRISTIAN REGISTER: Boston, Mass - 
C cording to the American Newspaper Di. 
—— for 1890, J Se la it circulation of 

-wspaper publis' n th 
the Unitarian Gcnomination. ae 


read the 





yyy NEW YORK LEDGER is one of the 
55 newspapers to which the new edition 
- the American a ag = a Directory for 
accords a regu . ; 

than 100,000 copies each isons. ee tae 
UFFALO EVENING NEWS. accord 

the American Newspaper Directorate 
Dart has a greater circulation than any other 
Daily in the State outside of the City of New 
York, not excepting Brooklyn. 
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HE SUNDAY EDITION OF THE BALTI- 
MORE AMERICAN, according to the 
American Newspaper Direc tory for 189, has 
the largest issue of pany Mary land newspaper. 


OURNAL OF AGRICULTURE, weekly. 
e Guaranteed and sworn circulation 45,000 
weekly. 2c. per agate line. Send for sample 
copy. Journal of Agriculture, St. Louis, Mo. 


Cc sEVELAND PRESS, sw sworn statement, ac- 

cording to the American Newspaper Di 
rectory for 1890, has a larger circulation than 
any other Daily paper published in Ohio out- 
side of the City of Cincinnati. 


yy en STANDARD, Cincinnati, week- 
y, according to Am. Newspaper Directory 
the Badin Christian newspaper and one = 
the several religious papers exceeding 25, 
Try it. Always full of business. 


CCORDING to the American Newspaper 

Directory for 189), HOME AND COUNTRY, 
a monthly Veteran’s friend and literar y paper 
at N. Y. City, has the largest circulation of 
any of its class. Make a note of this. 


HE NEW YORK SUNDAY MERCURY is 

one of the 55 newspapers to which the 
new edition of the American Newspaper Di- 
rectory for 1890 accords a regular circulation 
of more than 100,00) copies each issue. 


HE weekly edition of the TOLEDO BLADE 

is one of the 55 newspapers to which the 

new edition of the American Newspaper Di- 

rectory for 1890 accords a regular circulation 
of more than 100,000 copies each issue. 


YHARLESTON, 8s. Cl. THE NEWS AND 

/ COURIER has the largest Dotty, Weekly 
and Sunday issue of any paper pu lished in 
the State of South Carolina, according to the 
American Newspaper Di irectory for 1 


IPPINCOTT’S MAGAZINE Philadelphia, 

Pa., is one of the 55 periodicals to which 

the new edition of the - ~~ Newspaper 

Directory for 1890 accords a regular circula- 
tion of more than 100,000 copies each issue. 


HE NEW YORK MORNING JOURNAL 

is one of the 55 newspapers to which the 

new edition of the American Newspaper 

Directery for 189) accords a regular circula- 
tion of more than 100, 000 copies each issue. 


lasek Weekly Edition of THE TORONTO 
L, according to the American News- 

Tr Direc tory for 189), has the largest cir- 
culation of any newspaper prin in the 
Province of Ontario. The Mail, Toronto, Can. 


HE WEATHERFORD CONSTITUTION is 
receiving the largest advertising patron- 
age of any weekly cae hee Texas. Ithas 
the largest circulation o paper ublished 
outside of the six leading ¢ cities of the State. 


OSPEL BANNER, Augusta, Me., leads in 
general cireulation all inte us publica- 
tions of Maine, New Hampsh ermont and 
Connect’ at, and reaches more Universalists 
in those tuur States than any religious weekly. 


OME AND FARM: a semi-monthly, is- 
su at Louisville, Kentucky; has, 
according to the American Newspaper D 
rectory for 1890, a larger circulation than any 
other agricultural paper published south of 
the Ohio river. 


woo price of the American Newspaper Di- 
rectory is Five Dollars, and the purchase 
of the book carries with ita paid subscription 
to Printers’ Ink for one year. Address: GEO. 
P. ROWELL & CO., Publishers, No. 10 Spruce 
Street, New York. 


HE CATHOLIC NEWS, a Sunday news- 
paper, published in New York City, isone 
the 27 which the new edition of the *amer- 
iean Newspaper Directory for 1 accords 
a regular circulation of more than 150,000 
copies each issue. 


RCHARD AND GARDEN: 


a monthly 
published at Little Silver, in the State ot 


New Jersey; has, according to the American 
pewcpense D aon for 1890, vey much the 
issued in the State. haned 
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UUsEs: According to the American 
spaper Directory for is, the 
NORT HWEST RN LUMBERMAN, a weekly 
journal of 56 pages, published in Chicago, has 
a larger circulation than any other paper de- 
vot to this interest. 
TYVHE SATURDAY GLOBE, a weekly news- 
paper, published at Utica, N. Y., is one of 
the 27 newspapers to which the ne ‘w edition 
of the American Newspaper Directory for 159) 
accords a np om circulation of more than 
150,000 copies each i issue 


VARM POULTRY, Boston, Mass.—Ably ed- 
ited to interest and instruct the many 
thousand artisans, mechanics and families in 
the suburbs of large towns who, as well as 
farmers, Keep a Few Hens; therefore, an 
excellent general advertisers’ medium. 


7 ELSH: of all the newspapers in the 
United States printed in the Welsh lan- 

uage the largest circulation, according to 
the eine sere yaper Directory for 1890, 
8 possessed b. RYCH, a weekly pub- 
lished at Utica, x. Y. Cire’n over 10,000. 


VHE TOLEDO DAILY ‘BLADE now has an 
average circulation of 12,00), reaching 
some days of each week 13,700. This isa larger 
circulation than all other Toledo Dailies com- 
bined, and the largest circulation of any daily 
paper - Ohio outside of Cleveland or Cin- 
cinnat 


HE ARGONAUT is the only High-Class 
Political and Literary Weekly published 
on the Pacific Coast. It goes into all the well- 
to-do Families of the Pacific Coast. It has a 
larger circulation than any yeoe per on the Pa- 
cific Coast except three San Francisco dailies. 
Thousands of single-stamped copies of it pass 
through the pass: office every week, remailed 
by subscribers. 


HE TEXTILE INDUSTRY is probably the 

— ee manufacturing interest in this 
country, directly covered tee Worn, 
THE TEXTILE MANUFACTU 
of Boston, with its sworn circulation of 10, 000; 
far exceeding all rivals, affords the means of 
covering this field completely. Send forrates 
and evidence of other people's experience in 
Textile advertising. 

NE of the most successful advertisers we 

ever had always ordered his advertise- 
ments in this way : “ Get the best service you 
can for me for $5,000.” He left every detail 
tous. There is no more expensive luxury 
for an advertiser to indulge in than to tie 
his agent’s hands by getting him to tell in 
advance exactly what he will do. GEO. P. 
ROWELL & CO., 10 Spruce St., New York. 


FIVE-LINE SPECIAL NOTICE inserted 

in the four issues of Printers’ Ink for 

the month of May 7, 14, 21 and 28 will reach 

the eye of 30,000 Schools, Colleges, Seminaries, 

Academies and HOTELS, at a total cost of $5 

for the four insertions. Copy for advertise- 

ment must reach the office one week before 

the day of publication. Address GEO. P. 

ROWELL & CO., Publishers, 10 Spruce street, 
New York. 


TWO-LINE SPECIAL NOTICE inserted 

in the four issues of Printers’ Ixx for 
the month of May 7, 14, 21 and 28 will reach 
the eye of 30,000 Schools. Colleges, Seminaries, 
Academies and S, at a total cost of $2 
for the four insertions. Copy for advertise- 
ment must reach the office one week before 
the fay x poeniee. Address GEO. P. 
ROWEL ‘O., Publishers, 10 Spruce street, 
New fou 


TEN-LINE SPECIAL NOTICE inserted 

in the four issues of Privrers’ Ink for 

the month of May 7, 14,21 and 28 will reach 
the eye of 30,000 Schools, Colleges, Seminaries, 
Academies and HOTELS, at a total cost of 
~ for the four insertions. Copy for adver- 
ment must reach the office one week be- 
fore ft the da eet Sf of pettien. Address GEO. 
blishers, 10 Spruce 


Rg New York. ne 
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UDGING from the patronage of Texas ad- 
ey vertisers, THE HOUSTON POST is the 
most popular Daily in Southern Texas. It 
publishes more “want” ads. than all Texas 
dailies combined, and is the recognized State 
medium for “wants.” Circulation consid- 
ered, rates are very low. 


Tv 
Ww with our Adve: rtisin ‘Agen ney to the 
amount of $10, he will be allowed a discount 
sufficient to pay for a year’s subscription to 
Printers’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No. 10 
Spruce Street, New York, 


FULL-PAGE ADVERTISEMENT inserted 
£ in the four issues of Printers’ Ink for 
the month of May 7, 14, 21 and 23 will reach 
the eye of 30,000 Schools, “Colle, -ges, Seminaries, 
Academies and HOTELS, at a total cost of 
$2W for the four insertions. Copy for adver 
tisement must reach the office one week be- 
fore the day of publication. Address GEO. 
P. ROWELL & CO., Publishers, lu Spruce 
street, New York. 


LY QUARTER-PAGE ADVERTISEMENT in- 
i serted in the four issues of Printers’ 
ink for the month of May 7, 14, 21 and 2s will 
reach the eye of 30,000 Schools, Colleges, Sem- 
inaries, Academies and HOTELS, at a total 
cost of $~ for the four insertions. Copy for 
advertisement must reach the office one week 
before the ave of publication. Address GEO. 
P. ROWELL & CO., Publishers, 10 Spruce 
street, New York. 

HALF PAGE ADVERTISEMENT inserted 
£ in the four issues of PRINTERS’ INK for 
the month of May 7, 14, 21 and 28 will reach 
the eye of 30,000 Sc: hoois, Colleges, Seminaries. 
Academies and HOTELS, at a total cost of 
$100 for the four insertions. Copy for adver 
tisement must reach the office one week be 
fore the dayof i? ation. Address GEO. 
P. ROWELL & CO.,, Publishers, 10 Spruce 
street, New York. 


LLEN’S LISTS.—Of the 27 periodicals to 
44 which the American Siguepeper Diree- 
tory for 159) accords a regular issue of over 
150,000 copies, four emanate from the State of 
Maine and are a rt of the combination 
of low priced fumily magazines which are 
known to advertisers as “ALLEN’S LIS 
They are pnmee as follows: DAUGHTERS OF 
AMERICA, GOLDEN MOMENTS, SUNSHINE, 
PRACTICAL HOUSEKEEPING and LADIES? 
FIRESIDE COMPANIO No other State, 
with the exception of New York and Penn 
sylvania, issues as many publications having 
such exceptionally large issues. 


DVERTISING AT z oo R OWN PRICE.— 

THE GREAT W organ of the Alli- 
ane es of Minnesota oa ‘the Dakotas, prints 
10,000 copies each week, with occasional! issues 
of from 5,000 to 10,000 extra. Any reasonable 
offer will be accepted for trial advertise- 
ments, but no proposition will be entertained 
to run more than 13 times, except at full 
rates. The rate for one inch space, 13 times, 
is $18.20. Make us an offer on ur advertise 
ment. THE GREAT WEST circulates among 
a thrifty class of readers, and will pay any 
advertiser who has a good article for sale at 
a reasonable price. Address J. L. STACK & 
CO., St. Paul, Minn. 


EN PER CENT. —Five lines like this 
among “New Advertisements,” in the 

Troy (N. Y.) DAILY PRESS one day, costs 
only 50 cents. It is fairly roshenss that 
every PRESS is read by at least Witha 
circulation of 12,787, such a not oo S would be 
presented to 63,935 persons. Now, presuming 
only 10 per cent. of this number look at this 
page. Then 6,398 would “ cast a glance at it,” 
to say the least. Of the 6,393, let us, for ar- 
gument’s sake, admit that the eyes of only 
10 per cent. of the latter number are attr 
to the “New Advertisements” (a “catchy” 
ad. is more than likely to attract all eyes, 
because “New Advertisements” appear on 
the local page) and we have 639, whose at- 
tention is“ fixed ” for a time. however short 
it may be. Of the 639 it is certain that 10 per 
cent. will read the advertisement. 
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ryvO REACH THE HOTEL MEN OF AMER 

ICA.—The latest edition of the Official 
Hotel Directory of the United States, often 
called * The Hotel Red Book,” contains a list 
of 22,500 hotels in the United States and Can 
ada. For the purpose of attracting the atten 
tion of the proprietors of these hotels to the 
merits of Printers’ Ink, as a guide and in 
structor in the art of advertising and thus 
inducing subscriptions, a sample copy of the 
issue of May 14, 2! or 28, will be sent to every 
name on this list. To one-third May 14; to 
one-third May 21, and to the remainder May 
%. GEO. P. ROWELL & CO., Publishers, 
10 Spruce St., New York 


ryyxo THE LOCAL EDITOR: Every adver- 

tiser ought to subscribe for Printers’ 
Ink. The subscription price is $2a year. It 
is worth the money. It is published weekly. 
If there are any persons in your neighbor- 
hood who are interested in advertising, we 
advise you to secure their subscription for 
Printers’ Ink, and collect the money, 82 a 
year for each subscription. You can keep 
the money yut itin your own pocket—and 
may pay for the subscriptions by causing an 
advertisement of Privters’ INK (which we 
willsend you for the purpose) to be inserted 
in your paper. In this way you can secure 
a cash advertising order, do a service to your 
neighbor (who is or ought to be interested in 
advertising), and advance the interests of 
advertising generally. Address GEO. P. 
ROWELL & CO., Publishers of Printers’ 
Ink, 10 Spruce St., N. Y. 


yO REACH 7,500 Se hools and Colleges. The 
American College and School Directory 
for 189 contains a list of Colleges, Seminar- 
ies, Academies and other educational insti 
tutions, and the names and addresses of 
the principals; also a list of the various 
schools of science, theology, law and medi- 
cine. A careful estimate places the number 
of names in the Directory at 7,609. For the 
purpose of inducing subscriptions, asample 
copy of Printers’ Ink, of the issue of May 7, 
will be sent to every institution named in 
this list. The principals of many of these 
schools and colleges find in newspaper adver 
tising the best and cheapest means of in- 
caren the public of the advantages of 
their respective establishments. This class 
of advertising generally commences during 
the month of May—and this special issne of 
Printers’ Ink will reach these acivertisers 
about the time when they are deciding which 
mediums to use. GEO. P. ROWELL & CO., 
Publishers, 10 Spruce St., New York. 





WANTS AND FOR SALE, 


5 cents a line 


Advertisements under this head % 


FOR SALE. 
000 Genuine Addresses for sale, at 
9 ber 10) names. _ ®. 0. Box 817 Gilboa, N. : 


R SALs —Good newspaper and oy) bust- 
ness in Mic nigan. Address “ MICHIGAN,” 
care PRINTERS’ INK 


») R SALE—A “Live I Daily and Weekly 

Paper in Indiana. Circulation, 1,200. 
Making money now. Reason for selling to 
go into other business. Price only &2,500, 
what the material and business will invoice. 
Half cash neceseary. Address FIFTY-SEVEN, 
care Printers’ Lyr- 


NOR SALE- An old established, prosperous 
Democratic Weekly Newspaper and Job 
Office in a live Ilinois manufacturing town 
of 8,000. Good opening for Daily. 
first-class condition. Worth $4,000; 
for $3.0, on favorable terms. 
“ OXFORD,” P. 0. Box 1°92, Philadelphia, Pa. 


WANTED. 
N experienced Exchange Reader desires 
position. Address “COMPETENT,” care 
Printers’ IvK. 
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PRINTERS’ INK. 
A jou RNAL FOR ADVERTISERS, 


GEO. P. PvuBLIsSHERS, 


Office : 


ROWELL & CO., 
No, to Spruce St., New York. 


Issued every Wednesday, Subscription 
Price: Two Dollars a year in advance ; 
single copies, Five Cents. No back numbers, 
Wholesale price, Three Dollars a hundred, 

ADVERTISEMENTS, agate measure, 25 ccnts 
a line; $50 a page; one-half pave, $25; one- 
fourth page, $12.50, First or Last Page, $100. 
Second Page, next to the Last Page, or Page 
first following reading matter, $75. Double- 
column advertisements, occupying less than 
half a page, charged double price, Special 
Notices, two lines or more, charged at 25 
cents a line. Advertisements must be handed 
in one week before the day of publication. 


NEW YORK, APRIL 16, 1890. 








ADVERTISING is pre-eminently a 
practical art. Theorizing is all well 
enough in itself, but a grain of sound, 
every-day common sense is worth a 
bushel of reasoning in the abstract. 

7-_e--_--_—_—— 
=a 

A New Jers#¥sman, who is pre- 
sumably a Biblical scholar, has dis- 
covered in the Book of Numbers the 
sentence: ‘‘I will advertise thee,” the 
moral of which is too obvious to re- 
quire comment. 


A coop idea will bear repetition. 
But the wise advertisement writer will 
not let this fact blind him to the pub- 
lic’s fondness for novelty. The classics 
often go unread, while the trashy 
novels of the day meet with a large 
demand, simply for the reason that the 
latter are new. 


PERSEVERANCE is an element of suc- 
cess in any business, but especially 
does it apply to advertising. ‘* A man 
who persistently and ardently pursues 
one object in life,” says Georges 
Ohnet, the French novelist, ‘‘ is invin- 
cible.” Many a man has fallen short 
of success by reason of his fainthearted- 
ness. 


THE Chicago Zvening Journal fol- 
lows the example set by several other 
leading Western papers in issuing a cir- 
cular in which the announcement is 
made that its New York office ‘‘is a 
— of the /Journal’s Chicago 
oO 


ce, With which its terms, rates and 
rules are identical. Its methods ac- 
cord fully with the mutual interests of 
the advertiser, the general advertising 
agent and the Journa/.” 


PRINTERS’ 


INK, 

‘* How to Raise the Devil” was the 
suggestive title of an address delivered 
before the Iowa editors by A. G. 
Lucas, of the Bedford Republican, 
It is properto add, however, that Mr. 
Lucas confined his remarks to the 
apprenticeship system. 

IN determining the exact amount of 
space to be occupied there are three 
things by which the advertiser will be 
guided; his eye, his pocket-book and 
the character of the matter advertised. 
There are some classes of goods that 
would not authorize the expenditure of 
a large sim of money in any one 
medium, while others — particularly 


. those in which competition is keen— 


must be extensively advertised in order 
to attract attention, It is in this dis- 
crimination of the peculiar needs of his 
particular line of goods that the success- 
ful advertiser shows his ability. 


THE life insurance policy seems to 
be playing a pretty prominent part in 
the methods of some advertisers nowa- 
A small box has made its ap- 
in front of some “ gents’ 
furnishings ” stores bearing the legend 
‘* take one.” A short chain is attached, 
by pulling which a gong is rung and 
a card drops out which purports to be 
a ‘“‘free railroad accident policy for 
$100.” The greater part of the card 
is given up to the advertisement of 
the store in front of which the box 
appears. The principal trouble with 
this style of advertising is that its 
patrons are mostly restricted to the 
hoodlums and office boys of the vicin- 
ity, whose purchasing capacity cannot 
be very great. 


days, 
pea rance 


A NEw Bedford (Mass.) correspond- 
ent sends to PRINTERS’ INK a page 
from a well-known educational publi- 
cation showing two advertisers in the 
same line of business, occupying ad- 
joining space. ‘‘ At first sight,” he 
writes, ‘‘ the lower advertisement seems 
to be a part, and the most emphatic 
part—the climax—of the preceding ; 
and by coming in at the bottom with 
one-eighth of a page it gets the bene- 
fit of all the other man’s space, which 
is seven times aslarge.” Classification 
of advertisements is ordinarily sup- 

to help the small advertiser, and 
the instance here cited is of this char- 
acter. The smaller advertiser certainly 
gains something from his proximity 
to the larger advertiser. The latter, by 
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using a display head of ‘‘ Teachers 
Wanted,” practically saves his business 
rival, who occupies adjoining space, 
the expense of displaying the same 
words or others of similar import. 


“Lire” has been publishing some 
clever satires lately on class papers 
under the head of ‘‘ Sample Pages from 
Esteemed Contemporaries.” Among 
the sample pages which have so far 
appeared in the series are ‘‘ The Gospel 

Advance; A Journal of Christian En- 
deavor ; Homestead and Henhouse: A 
Journal for Country Gents, and Zhe 
Woman's Friend: A Home Journal 
for the Ladies of America.” The first 
mentioned starts off with editorial para- 
graphs, such as ‘‘ The Sunday news- 
paper is the most corrupting agency 
of modern times,” and winds up with 
interesting advertisements, of which 
the following are fair samples: 

MATRIMONTAL, — Kind - hearted 
and benevolent gentleman of mature years 
would like to correspond with one or more 
young ladies of 16 with a view to matrimony. 
Address Rev. X. Y., care of Methodist Book 
Sellers, New York City. 


ATTENTION SUFFERERS}: 


for two-gallon bottle of Dr. Keene’s KUR 
One dose cures Dyspepsia, Deafness, URINE. 
Halt and Rheumatism. Two doses give im- 
mediate relief in all cases of Consumption, 
Broken Limbs, Fits, Intemperance and Pneu- 
monia. A bottle renovates the moral nature, 
clears the conscience, restores the hair and 
keeps the most obstinate creditors in check. 
sé nats 
HOW MUCH IS WASTED? 


Orrice or Tue Free Press, } 
Mr. Pigasant, lowa, April rst, 1890. { 
Editor of Printers’ Ink; 

I enclose herewith an advertisement of the 
Forum, the writer of which makes use of 
a statement often used by some, viz. ** Most 
of the money spent in advertising i is wasted. itd 
Is this supported by the facts? If it is, there 
are many who would be profited in knowing 
the class of advertising which costs the most 
money, and what class of individuals or cor- 
porations it is who persist in “ wasting’’ such 
large sums of money each year. 

Horace L, Turoop, 

No one will dispute the statement 
that seme money is wasted in adver- 
tising. To attempt to determine just 
how large is the proportion of waste, is 
an attempt to deal with a matter of which 
no one can have any exact knowledge, 
and which is, therefore, an unprofitable 
subject for discussion. Certainly the 
assertion that ‘‘most of the money 
spent in advertising is wasted” is an 
arbitrary one and would be as difficult 
to prove as to disprove.—[Zd@. Print- 
ERS’ INK, 


COMMENDA TIONS. 


Owensvitte, Ind., April 4, 1890. 
Editor of Printers’ Ink: 


I receive Printers’ Ink each week and find 
. 


P, * 
‘ 


much in it to interest and instruct. 


: Tue Brut Le INDEX, J 
Kimpat, So. Dak., March 27, 18go. § 
Geo, P. Rowell & Co.: 
* * * We look upon Printers’ Ink as 
being the best little journal that comes to this 
office. W. L, Tuornpyxe, Publisher. 


Evannc STANDARD, i] 
Leavenworth, Kan., April 2, 18go. { 
Geo. P. Rowell & Co.: 

* * * QOur local advertisers manifest a 
great deal of interest in Printers’ INK and 
appreciate the value of its teachings. 

Frank T. Lyncn, Treas. and Mgr. 


Asnsourng, Pa., April 3, 1890. 
Geo. P. Rowell & Co.: 

Kindly inform me as to the cost of Vol. I, of 
Printers’ Ink in half morocco, antique. I 
want it with advertising pages and all. * * * 
I reverence Printers’ Ink and its brightness. 

4. J. Srewarr. 
A. W. Kixney, 
Cards, Books and Novelties, 
YarmouTn, N.S., March 31, 1890. } 
Geo. P. Rowell & Co,: 

The list of papers printed in last issue of 
Printers’ Inx will so handy and useful 
that we feel constrained to thank you for 
the trouble of publishing it. The last issue will 
take first place at our desk, and will be almost 
daily referred to. A. W. Kinney. 


Morcan Park, IIl., April 7, 1890. 
Geo, P. Rowell & Co.: 

I can’t keep a copy of Prixters’ Ink over 
night. Nomatter how carefully I lay it away, 
when I come to take it up to read it has been 
pilfered. Meanwhile, merchantable articles 
of more or less value lie about the office and 
are not molested. Strange, isn't it? 

R. M. Trvax 


GENERAL CORRESPONDENCE AND ADVER- ) 
TISING AGENCY, 
Lynn, aam., “April 5, 1890. | 
Geo. P. Rowell & Co.: 

Printers’ Ink is most original and instruc- 
tive, and gives much in brief space for those 
interested in spreading ink to secure business, 
The pithy publication should be read by all 
who believe in advertising as a strictly busi- 
ness venture. To the average business man 
w ho knows nothing about advertising, Print- 
ERs’ In« will bring wisdom. E. W. INGALLs. 

Tue Boox-Keerer Co.,} 
Derrorr, Mich., April 4, 1890. § 
Gee. P. Rowell & Co.: 

I have just finished reading the last num- 
ber of Printers’ Inx and find it necessary to 
pick up my type-writer and tell you that I 
think it (PxinTerRs’ Ink, not the type-writer) 
is considerable more than is claimed for it. 
It is small but succeeds in filling a large gap 
in this icular field. 1 look for it each wee 
with pleasure, and feel that I can’t keep 
books, house or even good ated without it, 
Success to it. . H. Beacu, 

Editor Book-Keeper. 


APS ORE GRAS 


PEM SBOE TIER: NERY CUNEATE GA 
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HUMOR IN ADVERTISING. 

A scrap book of clippings from the 
advertising columns of the press reveals 
a mass of goodly bits of unconscious 
humor, of which only a few may be 
quoted here. 

From such a scrap book are taken 
the following specimens: Possiby some 
of them are not so innocent of humorous 
intent as their source would wish to 
imply, but many of them must go as 
irrefutable evidence that Hibernianisms 
are not confined to the land which re- 
joiced in its eminence as the birthplace 
of Sir Boyle Roche. 

** Eau de Cologne water ”’ and ** gants 
de Suede gloves” are luxuries which 
we are told may be ours at ‘‘ ruinously 
low prices.” A Chinese laundryman 
will ‘‘ wash and iron a collar with a 
cape for 2 cents,”’ and will sell ‘‘tea 
and coffee at equally low rates.” 

A safe company wishes a traveling 
agent, ‘‘ 28x18x8’’—dimensions which 
are hard to find among men capable 
of traveling and carrying sample safes 
about the country with them, and for 
whom it is therefore considered neces- 
sary to advertise. 

Under the general heading of ‘‘ Ex- 
cursions,” we are told that ‘‘ $50,000 
will buy a long and well-established 
business ;” details of the length of the 
business not given ; the whole convey- 
ing the idea that the excursion is likely 
to be somewhat too extensive and cer- 
tainly too expensive. 

‘* A talented, intelligent young man 
of many years experience wishes a po- 
sition in a saloon as a liquor blender” 
—an indication that benevolent Boston 
has sent us something besides poets and 
pugilists. 

A keeper of a boarding house wishes 
to rent a ‘‘room to a gentlemen, large, 
airy and square.” Another room that 
needs only a tenant to be perfect is to 
let in a select neighborhood ‘‘ near the 
Theological Seminary and a minute’s 
walk from the Grand Opera House,” a 
location well calculated to suit all sorts 
and conditions of men. 

Among the ‘‘rooms to rent”’ is also 
found a companion advertisement to 
the famous one which announced that 
‘*two sisters want washing;” since a 
too hasty landlady is responsible for 
the alluring statement that she has ‘‘a 
handsome room, with bath for two.” 

It was possibly a printer’s error that 
was responsible for the naive announce- 
ment that ‘* Madam Blank has for rent 
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a room for a single gentleman ; beard 
very moderate.” 

** Teeth filled while you wait” lacks 

the true ring of the advertiser's highest 
art, but it may be genuine. ‘‘ Um- 
brellas provided with new ribs, sticks 
and covering” is certainly a good basis 
for assuming that the umbrella mender 
is a hopeful person who will ‘‘ never 
say die.” 
The landlord who advertises a flat, 
with all the modern improvements, no 
children,” demonstrates that he does 
not know what ‘‘ all modern improve- 
ments” are; and may be set down as 
being fully as untrustworthy as the 
person who wishes to sell ‘‘an enor- 
mously profitable business for a mere 
song. 

‘* No bargains at this store,” is can- 
did, but sensational ; and one may rea- 
sonably distrust the coal dealer who 
asserts in big black letters that his 
‘*tons weigh 2,000 pounds,” and that 
his ‘‘ coal gives out heat.” 

*‘Lost—A savage bulldog. The 
finder will oblige the owner by keeping 
the dog,” betrays a philosophical as 
well as humorous turn of mind, while 
the person who offers a reward of $25 
for a ‘* pocketbook of no value” ap- 
pears to be an extravagant person. 

** Misfits bought and sold” strikes 
the reader as a foolish bit of candor on 
the part of the advertising tailor, and 
when we read that ‘‘ we cannot begin 
to supply the demand for our $5 pants,” 
one begins to wonder why ‘‘ we” ad- 
vertise. 

A firm on the Bowery wants a ‘*‘ put- 
ter-on at good wages.”’ A facetious 
young stenographer, ‘‘ who dots his i’s 
and crosses his t’s,” and who wants a 
place in a large business house, is 
equalled only by the watchman out 
of employment, to whom ‘‘ wages and 
sleep are no object.” 

A physician advertises for an “‘ office 
boy who can drive.” A person who 
does not give his business wishes to 
employ a good, steady man who has 
$200, at $12 a month. An author of 
standing” will ‘‘ write a book, on 
any subject, for anybody, for moderate 
pay.” 

Verily, the supply seems to be inex- 
haustible, and one can find a sufficient 
number of laughs in the display columns 
of newspapers and in the back pages 
of the magazines to fully justify the 
famous remark of the eloquent Mrs. 
Malaprop: ‘‘ Sweet are the uses of 
advertising.”"—M. Y. Evening Sun. 


‘ 


“a 
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THE DUTCHMAN'S ADVER- 


TISEMENT. 


He was a big, red-faced Dutchman, 
and as he entered our office door and 
inquired if ‘‘ der editor vas arount ” we 
involuntarily glanced in the direction 
of the open window before making an 
affirmative answer and asked what was 
wanted. 

‘* Vell,” began our visitor, seating 
himself on the corner of the table, ‘* I 
vill tole you about it. In der first 
blace I got me a letter von my wife 
Katrina, who vas pack in Visconsin, 
und someding happen on my 
house. Dot vas a poy und he veighs 
more as dwelve pounds. Now, ofer I 
dond make me von cent I got to see 
me dot little Dutchmans.” 

‘* A very natural desire, certainly.” 

‘*But now I got me some droubles 
in my mint. Ofer I gone off und left 
me dot glaim vat I got, und some 
roosder gomes along and dinks I haf 
died my last, or somedings like dot, 
und yumps der glaims, vot I will do 
about it ?/ 

‘“You would be obliged to prove 
that you had not abandoned the claim.” 

‘** But dot make me some oxpenses, 
ain’t it?” 

“Ves.” 

‘I dinks der best vay vill be to get 
a nodice in der baber.” 

‘Very well, please write what you 
require. 

Being furnished with paper and pen 
he proceeded to write the following : 


vas 


Toox Nopice—To all who got goncerned 
aboud it: Der land vot shtands on der behint 
side von dot leedle sodhouse of mine vas 
dook already by myself. Whoefer yumps me 
dot glaim vill I a head put on him so high up 
like a kite. A vord to der vise vas der per- 
ginning of efil. Peter DimBLepeck. 

‘**Ofer you got dot in der baber you 
vil bay me dwo dollars und I safe all 
dot oder oxpenses. Economy vas der 
tief of time. Do you dink not same 
vay yourself ?” 

We assured our German friend that 
such was our belief, and he departed, 
satisfied that the warning contained in 
the above notice would be sufficient to 
deter any adventurous pilgrim from 
‘‘vumping” the aforesaid claim.— 
Chicago National Weekly. 

-- . 

THE proper mediums are not neces- 
sarily those which reach the most peo- 
ple, but rather those going to the most 
people you want to reach.—Herbert 
Booth King & Bro. 


639 
HOW HE COMPROMISED 
WITH CONSCIENCE, 


A man whom it were base flattery 
to call John Smith came into this 
office this morning and offered the fol- 
lowing advertisement for publication : 

YOTICE—If the homely woman about 
Ps forty-nine years of age who lost a 
pocket-book containing $14.55, on Pennsy!- 
vania avenue this morning, will apply to 
she can have the money by paying for this 
notice, 

He explained that he had seen the 
woman drop the pocket-book, but that 
he was anxious to keep the contents, and 
he was of the opinion that no woman, 
for as small a sum as $14.55, would 
ever answer the advertisement as he 
had written it.— Washington Star. 
ae 
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Don’t expect an advertisement to 
bear fruit in one night. You can’t eat 
enough in a week to last you a year, 
and the Building Advocate don't be- 
lieve you can advertise on that plan, 
either. People who advertise only 
once in three months forget that most 
folks cannot remember anything long- 
er than about seven days. If you can 
arouse curiosity by an advertisement 
it is a great point gained. The fair 
sex don't hold all the curiosity in the 
world. Quitting advertising in dull 
times is like tearing out a dam because 
the water is low.—APuilding Advocate. 

GEORGIA and Maryland have the 
same number of newspapers this year 
as last. In all other States the number 
has changed. 


B015-d&Siy 

















640 
Correspondence. 
CIRCULARIZING VS. ADVERTISING. 


Boston, Mass., April 8, 1890. 
Geo. P. Rowell & Co.: 

The question very often arises, does adver- 
tising pay? ‘There are able advocates on 
both sides of the question, and it is therefore 
of interest to people to get some statistics re- 
garding the comparative value of the two dif- 
erent and main modes of bringing an article 
to (ne notice of the people. 

We are the publishers of N. C. Fowler’s 
book on “* Advertising and Printing.’’ There 
are three ways of introducing this book to the 
American people. The first mode was cir- 
cularizing ; the second was through the trade, 
and the third through advertising in legiti- 
mate trade papers. We sent out 30,000 circu- 
lars of this k, and the fist of names were 
taken from the last issues of the local papers. 
These 30,000 circulars, including the mailing, 
envelopes, printed matter, etc., cost nearly 

, and the net results was the sale of 103 
copies of the book, at $2 per copy, during four 
months. In the circular or in the advertising 
matter sent out an order ticket was placed, 
and on each order ticket was stamped a num- 
ber which signified the date. In the columns 
of your paper we have had one advertisement 
of our Pook, two weeks ago. Up till date 


this advertisement has brought the following’ 


returus: 16 inquiries, 10 of which resulted in 
orders; 11 direct orders from people we have 
never heard of ; but the most astonishing fact 
of any is that no less than 20 order tickets 
have turned up in the last two weeks that 
were sent out three or four months ago, as 
most of those order tickets carried the number 
of December and January. The only other 
paper in which that advertisement appeared 
was the Office, of New York. So far, 41 or- 
ders have resulted from an outlay of $25, 
which is about 60 cents per order, whilst in 
circularizing you will notice each order cost 
about .50. We will order our advertise- 
ment to be continued in your paper as soon as 
we have the new electrotypes made, We be- 
lieve these figures will be of interest to 
you, and may possibly be of some value to 
—_ who do not understand the difference 

tween circularizing and newspaper adver- 
tising. Through the medium of Printers’ 
Ink the American people are beginning to 
realize that N. C, Fowler's book on ** Ad- 
vertising and Printing” is what they want. 

A. M. Tuaver, Manager. 


+e 
FROM ANOTHER POINT OF VIEW. 


Editor of Priwrers’ Ink: 

seg vt hs ” says in your issue of March 26th, 
referring to the combined advertisement of 
“Wolff's Acme Blacking” and * Pik-Ron:”’ 
“It is the theory of many intelligent adver- 
tisers that to combine advertisements in this 
way * * * withdraws the attention of the 
readers from the one without concentrating it 
upon the other.” Let us see how far he is 
right. 

I know from the advertisers in question, who 
have shown me the letters, that publishers of 
largely circulated dailies as well as advertising 
agents have sent in a solicitation for the 
“* Wolff’s Acme Blacking ” advertisement and 
left “* Pik-Ron”’ out, and, vice versa, solicited 
“ Pik-Ron” and left ** Acme Blacking”’ be- 
hind. Doesn’t this tend to show that in each 
individual case the reader saw only the i a 
ticular adverti that i ted him 
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most, and did not associate the one with the 
other? Or does “ Inquirer”? think that the 
average advertising manager or solicitor is so 
modest as to forbear to ask fora four-inch ad- 
vertisement because a gentle hint in the form 
of a heavy black line intimates that the space 
occupied contains two advertisements, which 
may both emanate from one advertiser. The 
two articles advertised are so widely different 
in their character that they can very properly 
follow one another without in the least lessen- 
ing the interest the reader may attach to one 
or the other of the two. 

Suppose after either one or the other fol- 
lowed (as has already happened) a clothing ad- 
vertisement, or a cough cure, or a tooth wash, 
would their presence overshadow the interest 
the one reader takes in a new blacking, and 
the other in a new paint? As I view the ques- 
tion at issue, it depends altogether upon what 
a are advertising in such close proximity. 

hat say you? “ TRaLux,” 


+o. 
EXCHANGE ADVERTISING. 


New York, April 5, 1890. 
Editor of Printers’ Ink: 

What is the proper definition of ‘trade or 
exchange advertising?” If the publisher of a 
journai and an advertiser come in contact, the 
former stating that all his advertising is pay- 
able in bankable coin or currency, and the 
latter replying that his goods, too, are for sale 
only for current funds,and they then and 
there conclude a bargain, each accepting the 
other’s valuation, does the fact that bills are 
a made out separately, are pre- 
sented at different times, and, settled by dis- 
tinct checks, change the nature of the trans- 
action from its strictly trade basis? If two 
publishers meet and reach an understanding 
that each is to use a thousand lines of the 
other’s space at regular rates, and the bills are 
afterward paid separately, there being some 
difference in the amount of the bills, is the 
affair changed entirely, or at all in character 
because of the manner of settlements and the 
difference in the amounts involved? If a pub- 
lisher is sought out by an advertiser, or vice 
versa, and any condition of mutual patronage 
be pro’ d and entertained, is not the mere 
fact of the condition being agreed upon suf- 
ficient to make the transaction what is known 
and condemned as “trade or exchange adver- 
tising?” Have you not found from your ex- 

rience that advertisers who pay in goods 

ve fictitious prices for their goods, and that 
all newspaper space subject to barter has a 
value far below the nominal price therefor ? 

Believing that the determination of such 
matters as these to be properly within the 
scope of your interesting journal, the writer 
would be glad to see them ventilated in your 
columns. C. L. Evecanp. 

_o, 


Wuart P. T. Barnum said: ‘‘ A man 
said to me: ‘I have tried advertising, and did 
not succeed ; yet I have a good article.’ 

“I replied: ‘ My friend, how did you ad- 
vertise ? 

“*T advertised in a weekly newspaper three 
times and paid a dollar and a half for it.’ 

* | repiied : ‘ Sir, advertising is like learning 
—a little isa dangerous thing. A man who 
advertises must Aecf it up until the public 
know who and what he is, and what his busi- 
ness is,or else the money invested 1m adver- 
tising is lost.” 


keto dallipnct-ciehi 
Don’t change prices too often.— 
Grocery World, 
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HOW SOME PAPERS LIVE. 


“It has always puzzied me,"’ said an old 
newspaper reporter the other day, *‘ how so 
many serial publications of an inferior kind 
manage to thrive in this city where so man 
good ones also flourish. One would thin 
that the old-established, widely circulated, 
ably edited papers would drive the others to 
the wall, especially in the advertising field. 
If there is any city in the Union that is thor- 
oughly canvassed and recanvassed every day 
in’ the year for advertising purposes, it is New 
York, and if its merchants and trades-people 
are not well informed as to the comparative 
values of most advertising mediums, it is cer- 
tainly not the fault of the respectable agents. 
There are some unscrupulous ones, however, 
who manage to deceive customers into spend- 
ing good money on papers whose circulation 
can be discovered only in the imagination of 
their ‘ affidavit editors.’ 

“T ran against one of these fellows the 
other day, and he opened my eyes a little. I 
am out of a situation just now, you know, and 
| answered an advertisement calling for a re- 
porter on a weekly journal of some preten- 
sions. I found the editor and proprietor, 
sleek and prosperous, in a well-furnished, 
roomy office in Broadway, and the following 
conversation ensued: 

*** You are advertising for a reporter ?’ 

“*Ves, I am, for a Seight one. Do you 
think you can set the world afire ?’ 

* ©] can get the news every time, and write 
it up intelligently, if that’s what you want. 
What salary do you intend to pay?’ 

“*Well, Isalways pay a commission to my 
men, not a salary. 

“* How can you pay a commission on news ? 
1 don’t understand. 

** Well, I'll tell you, I am thinking just 
now of writing up the wool trade in this city, 
Who knows just how much wool is handled 
here yearly ? Now, I would like you to go out 
and compile a list of the wool merchants and 
get a pretty accurate idea of how much each 
firm handled last year. When you have 
the list complete I will have it set up in type 
and you will take proof sheets of it and visit 
each merchant mentioned therein, You will 
tell Smith, say, that this article will be pub- 
lished in our next issue and point out the esti- 
mate you have made of his business particu- 
larly. He will naturally say that it is too low, 
and that of some of his rivals, Brown, for in- 
stance, too high. 

*“** But Brown gave me that estimate,” 
you will say, “and he has ordered a thousand 
copies of the paper to distribute among his 
customers. I can’t lower his, but | can raise 
yours, Of course you'll take 1,000 copies, too, 
won't you?” Of course he consents, and | 
give you a commission of 25 per cent. on the 
sale at 1o centsa copy. You next draw your 
pencil through the estimate of Brown’s busi- 
ness and make a lower one on the margin. 
This you go and show to Brown, telling him 
that Smith has assured you that his busi- 
ness is less than you first supposed, and that 
Smith has ordered 1,000 copies if the cor- 
rected estimate should be printed in our next 
edition. Nine times out of ten Lrown will 
take 1,000 copies also to have his business es- 
timated as high as Smith's, and there you get 
your commission again. This can be repeated 
as often as you have gall and brains to doit 
all down the list. 

*** Is not that better than writing the mere 
news on asmall salary? Then again, if you 
can get the consent of the merchant to have 
the copies mailed from this office to his, I will 
give you a larger commission, because he can 


never tell if we mail 500 or 1,000, and if we 
get orders from six or seven merchants in the 
same trade, 3,000 copies or so will be ty 
likely to cover the customers of them all,’ ’’— 
New York Tribune. 
- 
STICKING TO RATES. 

It isan indisputable fact that if you have 
an article of marketable value it is com- 
paratively easy to find a buyer for it. Why 
does not the same rule apply to newspapers? 
Why should your foreign advertiser cad gue 
ent medicine man have lower rates than your 
home patrons? Take a majority of the papers, 
especially country papers, and you will see 
nothing but patent medicine plates, at the 
rate of about $20 or $25 per column. Would 
the proprietors sell the same space to one of 
their home advertisers? Most assuredly not; 
the idea would be simply ruination to them to 
doso, I have in my mifda daily paper which 
inserts patent medicine advertisements, but let 
me tell you this: they pay just the same rate 
as any other advertisement in the same posi- 
tion. Not long since an advertising agent 
struck the office about 9:30 A. M. and began 
talking business. After getting the rates, he 
said, ** Pooh! that’s allright, I know, but you 
don't expect to get them.’’ The captain re- 
plied that they either got the rates and the 
advertisement, or neither, The agent talked 
till 12, when (as there was no sign of an agree- 
ment) he was informed it was dinner time, 
About 3 P. M. he came in again and argued 
until 6, Next morning he was there again at 
8, and at 9:30 he signed a contract for one year 
for a good large ce at exactly the same 
rates as he cued love had the day before. 

‘hose who have met an agent before can im- 
agine the arguments he used, and as he had 
been in business for twenty years, and being a 
good talker, they were , Re meng The cause 
was, the publisher had space to sell which he 
knew the exact value of, therefore he was 
bound to get a fair price for it. 

Free advertising is also another bane of the 
pubiisher’s life. Make a rule and stick to it 
and you will gain more than you lose. The 
paper I related the above incident about has 
this rule in regard to free advertising: ‘ An 
entertainment, concert, etc., where no ad- 
mission is charged at the door, will be pub- 
lished as a matter of news.”’ 

Their ruling is that as soon as an admission 
is charged they come under the same head as 
theaters, and must pay for their advertising, 
This rule is never broken by them. It cost 
them a number of subscribers till they found 
out that the rule was ironclad. 

Motto—make your rates and :ules and stick 
to them ; make your space more valuable to 
yourself and advertiser by increasing your cit- 
culation and improving the appearance of your 
paper.—/nland Printer. 
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The Shoe and 
Leather Reporter. 


The National Journal of the Shoe and 
Leather Trade of the United States. 
PUBLISHED EVERY THURSDAY, 
simultaneously in Boston, New York and 
Philadelphia, with branch office in Chicago. 
Price, $3.50 a Year. 
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This is NOT A kK IC K On Circulation 








The American Newspaper Directory gives the average circulation of THE LADIES’ 
WORLD for 1889 as 136,000 copies per issue. That’s correct for 89, but won’t do 
for this year, Even our own guarantee for April of 160,000 fell 25,000 short of 
the mark, and to fill our bona fide, paid-in-advance subscription list, we were compelled to 
run 185,000 for this month. 


For MAY and JUNE ## 


We GuarRANTEE OVER # # 
185,000 
COPIES EACH ISSUE & 


All of this number go to lady subscribers—nearly four-fifths being yearlies and running 
throughout 1890. Ne Advance in Bates, To give all an opportunity to get into 
the May issue we will hold the forms open till April 22d. Send orders through your 
agents, or write direct, 


S. H. MOORE & CO., 27 Park Place, N. Y., 


PUBLISHERS 


The Ladies’ World. 
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Bargains in Advertising 





Advertising. 





Daily Newspapers 
ci FANGY RULE 


BORDERS 


Many Principal Cities and Towns. 





Advertisers may select any 50 or more 
Dailies from the list, at a cost of $3 per inch, 


a month, per paper; and the advertisement are 

will be also inserted gratis in the Weeklies of a A 

the Dailies, as named in the catalogue. THE FASHION 
A one-inch advertisement inserted one aie 


month in the entire dist Suttons 254 Dailies 
and 232 Weeklies), costs $600. {For three 
months, $1,800, less to per cent., or $1,620 net. 

Ike combined monthly issue of the Dailies 
is 9,067,300 copies, and of the Weeklies 
1,683,800 copies. 

Advertisements are forwarded the day the 
order is received, and prompt insertion ts 
guaranteed, 

For any selection of less than 50 of the 
papers approximately low figures will be 
given on application. 


They make the 
ADVERTISEMENT 
CONSPICUOUS. 


If you want an advertisement 
set up in this style, before it has 
become too common, 


om 
ae 
=> 
he 
7 
- 






—_——_—_ ADDRESS 
The List will be sent FREE! GEO. P. ROWELL & CO. 
Upon application to Newspaper Advertising Bureau, 


we OOOO eenenes 


10 SPRUCE ST., N. ¥. 


as 


GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, = 
1o Spruce St., New York, 
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SPRING OF 1890. 





Our Country Home 


NEW YORK. 








WE GUARANTEE THAT 
Our Country Home 


Has a paid-in-advance SUBSCRIPTION LIST of more than 


100,000 


We prove,our circulation by affidavits, or by postage receipts. 
We will accept good business, either direct or through 
any responsible advertising agency, subject to 
proof of above circulation, or make 
no charge. 


OUR COUNTRY HOME 


is published monthly, and is to-day recognized as one of the 
Leading Rural Home Journals of America! 


Each number consists of twenty-four pages, handsomely 
illustrated and well printed. 

ADVERTISING RATES. 

Ordinary Advertisements, 60 Cents per Agate Line. 


DISCOUNTS. 


GN 55 icc csieccdtehe ebb eeecet éseblpedbebevabbesieecncccoessesetetess 5 per cent. 
6 Months 10 per cent. 
12 Months 15 per cent. 


Send copy and order AT ONCE for May issue. 


OUR COUNTRY HOME PUBLISHING CO., 
88 FULTON ST., NEW YORK. 
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To REacH THE 22,500 
Hote. MEN or AMBRICA. 
















1 The latest edition of the Official Hotel Directory of the United States— 
d **THE HoTEeL RED-BOOK”—contains a complete list of all the hotels in the 
United States and Canada. 

For the purpose of attracting the attention of Hotel Proprietors to the 
merits of PRINTERS’ INK, as a guide and instructor in the art of advertising— 
and thus inducing subscriptions—a sample copy of the issue of May 14th, 2Ist 
or 28th will be sent to every Hotel on the list :—to one-third May 14th; one- 
third May 2tst, and to the remainder May 28th. 

HOTEL PRopRIETORS are believers in advertising! Many of them find it 
necessary to advertise the attractions which they can offer to the public as 
desirable summer resorts. 

i The month of June is the time when most of the hotel advertising is done. 

{ Hotel advertisements, like those of schools, theatres, railroads, steamboats and 
some others, possess a special value to newspapers ; because the information 
that they convey partakes largely of the character of news. Many newspapers 
make it a point to secure advertisements of this sort by special rates and other 
inducements. 

An advertisement setting forth the merits of a first-class newspaper and 
appearing in the special issues of PRINTERS’ INK for May 14th, 21st and 28th 
q | will be seen by every hotel man in North America and will be likely to attract 
it favorable notice from many. 

Orders for advertising in the above-named special issues of PRINTERS’ INK 
are solicited. The advertising rates are as follows: Advertisements (agate 
i measure), 25 cents a line; $50a page; one-half page, $25 ; one-fourth page, 
{ $12. 50; last page, $100; page next to the last page or first following read- 

ing matter, $75. Every ‘edition of PRINTERS’ INK issued in 1890 has exceeded 
twent ty thousand copies. 

opy for stvnthmaests must reach the office one week before the day of 
publication, 



































To Reach the Schools 
and Colleges of America. 

















The American College and School Directory for 1890 contains a list of 
Colleges, Seminaries, Academies and other educational institutions, and the 
. names and addresses of the Principals; also a list of the various Schools of 
i Science, Theology, Law and Medicine. A careful estimate places the number 
ie i of names in the Directory at 7,609 
if For the purpose of inducing subscriptions, a sample copy of PRINTERS’ 
it i INK, of the issue of May 7, will be sent to every institution named in this list. 
im ii The principals of many of these Schools and Colleges find in newspaper 
i advertising the best and cheapest means of informing the public of the advan- 
f tages of their respective establishments. This class of advertising generally 
i commences during the month of May—and this special issue of PRINTERS’ INK 
will reach these advertisers about the time when they are deciding which 
mediums to use, 













GEO, P. ROWELL & CO., Publishers, 
10 Spruce St., New York. 
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CIRCULATION/ 


THE PAST YEAR’S RECORD. 
QVER 150,000 COPIES A WEEK | 


Ermira, N, Fo Dec, 31, 1889. 
State of New York, Chemung County, ss 


1 hereby certify that the following is a correct transcript 
from our records, showing the average bona fide circulation of 
the Elmira T elegram for the twelve months of the year 1889: 


January 130,925 
February.........147,648 


Average circulation per saath, 152,229 Copies. 
H. S. BROOKS, Manager. 


Sworn and subscribed to before me, this 2d day of January, 
1890, Ricuarp H, Tuurston, Notary Public, 


THE THREE TELECRAMS. 


CIRCULATION : 
ELMIRA TELEGRAM. .........cccee. ceeeeeee 152,000 
ALBANY TELEGRAM..........0..cc0cecee0- 40,000 
HARRISBURGH TELEGRAM 


232,000 


A. FRANK RICHARDSON, 


SPECIAL AGENT, 
13,14 & 15 Tribune Building, N. ¥. 
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Lowe. EVENING CITIZEN, 
WEEKLY AMERICAN CITIZEN. 
Office of 
CiTIZEN NEWSPAPER COMPANY, 
Printers and Publishers. 
LowELL, Mass., March 29, 1890. 


Messrs. Geo. P. Rowell & Co.: 


GENTLEMEN—The first of the present month the WILSON 
INK CO. sent us a 200-lb. sample keg of their 6c. news ink. 
If you can give us exactly the same quality, at that price, you 
may send by freight a s5oo-lb. barrel. 

Yours truly, 
THE CITIZEN NEWSPAPER CoO., 
By Whipple. 

Replying to yours of the 29th instant, we cannot supply 
you the ink at the price (6c.) you name. We thank you for 
your offer. 


eo? MPrnrtirze— 





The WILSON INK CO. sells best quality 
of news inks in 500-lb. packages, at 6 cents a 
pound, and allows a discount of Io per cent. 
when cash in full payment accompanies the 
order; but cannot make any further reduction 
to any selling agent. There is such a thing 
as a bottom price. 


Address 


W. D. WILSON PRINTING INK CO, bd, 


140 WILLIAM STREET, 


New York. 
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One 
Price 


Is it worth your while sss 


\ithout Duplication 
Of Circulation 


to advertise ae 
Every Week 
Over 260,000 Copies 


in religious papers ? Religious Press 


Association 
Phila 


Every sort of paper has its peculiar value for advertising. 

Police publications are proud of their advertising. Rather 
a dubious pride, but true. There is a long list of merchandise 
that has no better way of getting into communication with 
buyers. 

Readers of such papers are not the criminal class alone by 
any means, but the rough; not the outcast class alone, but the 
larger class from which the outcasts come, the unrestrained by 
morals or taste, the coarse, the loose ; not the so-called danger- 
ous class, but the class in greatest danger of falling into the 
dangerous class. 

At the other extreme of the list of sorts, religious papers 
are read) by sons and daughters, not themselves religious, 
perhaps, as well as religious people. Will anybody undertake 
to say that the families in which religious papers are taken are 
not the buying families? We put this question to you who have 
really useful things to sell. 

We are going to draw an unexpected inference from the 
fact we have so effectually brought to your notice without one 
word of argument. 

Would not advertisers do well to bear in mind how high a 
class of people they address in religious papers, and make their 
addresses accordingly ? 

So the end of what we are saying is not that you had better 
go into religious papers ; but that, if you do go into them, you 
had better put on your very best advertising manners, and be 
careful of what you say as well as of how you say it. To our 
thinking, religious papers are worthy vehicles of the very best 
and most carefully considered advertising. 


The Sunday School Times. 
PHILADELPHIA. 


The Religious Press Association, 
The Baltimore Baptist. Chestnut and Tenth Streets, 
The Preshvlerian Obeener, (Mutual Life Building.) PHILADELPHIA, Pa. 
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Editor — Confound it! this man’s 
uestion would puzzle a college president. 
hese authorities all differ about it. I'll have 

to give him a bluff! 


‘*Hea poet? Bosh!” 

““Why do you say bosh? He writes well.”’ 

**So he does—but he has ro middle name !” 
—Chatter. 


A dullard says ‘* many an editor has 
been ruined by trying to be smart.’’ He’s right. 
But noedit..r was ever ruined by being smart.— 
Stewartsville ([nd.) Independent. 


Editor (to contributor)—There seems 
to be something left out of this squib. 

Contributor— W hat is it? 

Editor—The point.—West Shore, 

‘*Do you believe in high license ?” 
asked a poet, as he unrolled a manuscript. 

“I believe in a poetic license so high as to 
— prohibitive,” replied the editor. 


Editor—What price have you put on 
that poem? 

Poet—A dollar and eighty cents a thousand 
feet; the same as the gas companies charge. 
Judge. 

Associate Editor (to editor-in-chief )— 
Mr. Modest refused to give me notes concern- 
ing himself. 

Sditor-in-Chief—Here’s a larger tablet. 
Go back and see him with this in your hand. — 
West Shore. 


An unfledged reporter who was sent 
to a theatrica, performance on Monday night, 
with instructions from the editor to write a 
notice of about two “‘sticks,’’ returned at 
eleven o'clock with the remark that the stage 
was full of them.— 7rwth. 

Parrot—I’m thinking of starting a 
paper whose mission will be to fight all our 
modern corruptions and abuses and frauds— 
but I don't know what name to give it. 

Wiggins—Call it the Zarth 

Parrot—Why ? 

Wiggins—Because it will be one everlasting 
bawl!—ZL/e. 

** Pa,” said the editor’s son, ‘‘ what 
is the meaning of the phrase, ‘Amenities of 
journalism !’” 

“It is,’ promptly replied the parent, “* call- 
ing a brother editor an * esteemed contempor- 
ary’ im one column, and referring to him in 
another as ‘a lying ‘whelp who jhasn’ t intelli- 
gence to clerk on a canal boat.’ -—-A xchange. 


Editor (writing ** Answers to Corre- 
spondents”)—Constant Reader: We cannot 
waste valuable space in replying to your 
puerile question ; ; itisone that every school- 
boy should be able to answer.—Puck. 


Somebody really must murder most 
of the reporters and half the editors of this 
town for remarking every five minutes, ‘“‘ The 
reason is because,”’—/udge. 


A Baltimore clergyman preached on 
the subject: ‘‘ Why was Lazarus a beggar?’ 
Periaps Lazarus didn’t advertise.— 7exas 
Siftings. 

The Usual Course.—‘‘ That was a 
lovely portrait of your daughter in the Society 
Gazette.” 

peed ro you did not read that paper ? 

*T don’t, I saw the picture pasted up in 
our club bar room,” —Puck. 


Foreman (whistling down the tube 
to the editor)—One of these articles must be 
left out, There isn’t room for both. 

Editor—What are they ? 

Foreman—Earthquake in Europe, fifty lives 
lost, and a piece about selling more papers in 
Quohosh than all the other dailies combined. 

Editor—Leave out the earthquake.—Mun- 
sey’s Weekly. 

In New York, of Course.—Intruder 

-I would like to get a job as a writer on your 
paper. 

Editor— Are you strictly sober ? 

Can’t say that I am, but I have had ex- 
perience on St. Louis papers in writing mean 
things about Chicago, and I can beat any liv- 
ing man at the business. 

Sit right down. You can have my place.— 
Texas Siftings. 

Young Man—I understand you want 
a young man to help edit your paper? 

Editor—Yes, sir; have you had any experi- 
ence ? 

Young Man—! have taken one term in jour- 
nalism at Cornell University, and — 

Editor—That will do. You may take my 
desk and go to wotk and I'll go and run the 
elevator, Please be as kind to the rest of the 
staff as you can.—/udge. 


Managing Editor (to editorial writer) 

Atcherson, give us something bright for 
Sunday. 

- You seem to forget, sir, that I 
have been doing the tariff, 

“ Ah, [ forgot that, Atcherson, Wish you 
would tell the elevator boy to come here, I'll 
see what he can do,””—Arhkansaw Traveler, 





Prixters’ Ink New 


York, April 16, 1890. 





